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Abstract- The number of birth will always increasing. 
Based on the results of Census 2010, population is 
increasing about 1.96 percent each year. With a 
population of 2, 39 million, each year is estimated to 
62.617 babies born in the city of Bandung. The 
purpose of this study was to explore the insights of 
pregnant women in order to create a strategy to 
accelerate the adoption and diffusion process for the 
philosophy of Gentle Birth. This research technique 
is using qualitative methods that apply ethnography 
method which consists of in-depth interviews, 
netnography, and videography. The purpose of using 
this technique is to analyze psychographic of 
pregnant women to explore in depth insight. In-depth 
interviews and observations conducted in Bandung in 
April-July 2012, on the 12 (twelve) of the respondents 
with the criteria were pregnant and the second 
trimester. Netnography conducted on discussion 
forums on the Internet which consists of Mommies 
Daily and Gentle Birth for All and observing 
conversations in the forums labeled "Gentle Birth", 
"Normal Delivery VS Caesar", "water birth", and "C-
section". Finding of this research results there are 
three psychographic segmentation of expectant 
mothers that generate of motivation toward birthing. 
Segment A is a segment that wants to do a normal 
birth more than anything. Segment B placed her child 
safety as priority without no matter what procedure 
that must be endured. The last is  segment C is 
choosing C-section because she want to avoid pain. 
The author determine segment A and segment C as a 
psychographic target. Insight came from the research 
was “Mothers are having an amazing experience and 
she want to get through it with comfort,” Based on 
that idea, a campaign concept was then developed 
with objective to create awareness about brand and 
product. The tactics was using internet marketing, 
publicity, and personnel communication channel that 
was selected based on cost-effective consideration.  
The overview of implementation strategy are using 
social media as a tool of communication, penetrate to 
mother and baby communitiies and maximize the 
utility of customer service. 
Key Words: gentle birth, adoption dan diffusion, 
marketing communication, qualitative research, 
insight. 
 
1. INTRODUCTION 
 
Galleria is a company that specialized in the maternal and 
children health and education sectors at Bandung, West 
Java, Indonesia. In maternal division, Galleria offer Gentle 
Birth as new birthing philosophy in Bandung that 
comprises of partus normal birth, water birth, lotus birth 
and hypno-birth. Those products are relatively new for 
target market in Bandung area. Then Galleria as a service 
provider needs to introduce and educate target market in 
order to accommodate the process adoption and diffusion. 
 
2. BUSINESS ISSUE EXPLORATION 
 
The issue that currently faced by the company was a 
strategy to accelerate diffusion and adoption process 
toward Galleria Gentle Birth Experience.   
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GBBE as an innovative product is facing difficulty to 
diffuse since the product has several weaknesses. Extensive 
marketing efforts and communication is required to 
accelerate the diffusion. 
 
4. SUMMARIZE OF FINDINGS 
4.1 Psychographic Segmentation  
 
Segment A 
This segment wants to do a normal birth more than 
anything because they feel that it is their nature to give 
birth with normal method and it will make them feel like a 
woman completely. They will do anything to do this 
method and have a faith that this is the best for her and for 
her child. During the pregnancy, they will gather the 
information from any sources. Unfortunately, this type 
tends to judge other woman that choice other method 
directly or indirectly. If they fail to do normal birth because 
any reason, they will feel as a failure and sometimes blame 
themselves, which affect psychological condition. 
 
Segment B 
This kind of woman will think that her child safety is her 
priority without no matter what procedure that must be 
endured. This segment is very concern about the risk that 
must be taken and try to seek the best solution that can 
minimize the risk.  
Segment C 
This type will choose c-section procedure from the 
beginning because of their perception toward giving birth. 
For them, giving birth is scary and painful and they avoid it 
by doing c-section procedure. Most of this segment is SES 
A because they do not mind with the cost. 
 
5. SOLUTION 
 
According to root cause of the business issues, 
psychographic segmentation, clear product positioning and 
low impact communication become concerns. Business 
solution initiated by determine psychographic of target 
market that generate from findings. Psychographic target 
market is Attitude type A as a natural birth minded is 
potential customer. They really want to do a natural birth 
that aligns with the service provided by Galleria. The 
second target is type C who likes to avoid pain. 
 
The author determine segment A and segment C as a 
psychographic target based on the compliance between 
benefit of Gentle Birth and characteristics of segments. 
 
 “Birth in Comfort” as Galleria tagline represents it 
positioning as a company that provide comfort in every 
aspect of the services. 
To accelerate the adoption and diffusion process Galleria 
need to explore the marketing communication by generate 
message that can deliver the brand image and product to 
gain trust from customer. 
 
6. CONCLUSIONS 
 
Galleria is a company that provide new product to the 
market, need to accelerate the adoption and diffusion 
process of the product. Firstly, consumer characteristic 
need to be evaluate to determine strategy that needed for 
the project.  
 
Low-budget and high-impact marketing strategy was 
implement for gentle birth product by using internet (social 
media) as a tools. 
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